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The purpose of this paper is to look at the effects of the
global economic crisis on the North American professional
sports industry, and more specifically some of the examples
of how the significant change in the global economic
landscape has had a direct effect on the sport business
industry. The most interesting of these effects is the increase
in the number of bankruptcies that have occurred over the
past five years. An analysis of these bankruptcies in
professional sports over the recent past will be described,
including their causes and results. Specific analysis will
focus on the marketing implications of these bankruptcies,
including the challenges faced by marketing practitioners
both internal and external to the professional sports
industry. This paper will conclude with recommendations of
how sport businesses should potentially operate going
forward in this trying economic landscape from both an
economic
and
marketing
application
perspective.
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INTRODUCTION
There is common agreement that at the end of 2007 the world entered into a period of global
recession that was the worst since the Great Depression of the 1920’s and 1930’s. Over the years of
economic highs and low, the sport business industry, and more specifically major professional sports,
seemed to be immune to these ebbs and flows as a result of their quasi-monopoly status and the
belief they were largely recession-proof (Jaffe, 2009; Knowledge@Wharton, 2008). Since the Great
Depression this has been largely true – however the latest global economic crisis has shown that
even professional sports are being negatively affected.
There are numerous effects the global economic crisis has had on the professional sports industry,
and many examples of how the significant change in the global economic landscape has had a direct
effect on the sport business industry. The most interesting of these effects is the increase in the
number of bankruptcies that have occurred over the past five years. An analysis of these
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bankruptcies in professional sports over the recent past will be described, including their causes and
results. Specific analysis will focus on the marketing implications of these bankruptcies, including
the challenges faced by marketing practitioners both internal and external to the professional sports
industry. Recommendations will also be presented about how sport businesses should potentially
operate going forward in this trying economic landscape from both an economic and marketing
application perspective.
BRIEF EXPLANATION OF THE CAUSES OF THE GLOBAL ECONOMIC CRISIS
The National Bureau of Economic Research, NBER, “maintains a chronology of the beginning and
ending dates (months and quarters) of recessions in the United States” (Business Cycle Dating
Committee, National Bureau of Economic Research). Their findings show that the peak of economic
activity, and therefore the beginning of the “Great Recession” occurred in the United States economy
in December of 2007. Their findings have also shown that this recession ended in June of 2009
(Isidore, 2010). While the Great Recession may have ended, the aftershocks are still being felt today.
As of August 2012 the unemployment rate in the US was still above 8% (Bureau of Labor Statistics,
2012), and the national rate of foreclosures in the United States per housing units was 1 of 681, with
more than 1.5 million units in foreclosure proceedings (Renwood Realty Trac, 2012). Economists are
split on the causes of the Global Economic Crisis, the two biggest groups being the Keynesians and
the Austrian Economists.
As noted by Ge and Liu (2010) the simplified reason of the Economic Crisis according to Keynesian
Economists would be “blind investment and lack of demand.” They note that not only was the recent
recession due to the “inevitable outcomes of capitalist mode of production,” but so was the Great
Depression. Keynesians see the cause of the Great Recession being the “loose regulation of (the)
United States financial sector and the uncontrolled development of sub-prime mortgage(s) and other
financial derivatives with high risks.” Their solution includes direct government stimulus to stalled
economies and oversight of financial institutions in order to prevent future crises. In layman’s terms,
Keynesian’s believe more government intervention is required.
Austrian Economists on the other hand would argue that “an economic expansion is sustainable if it
is the result of an increase in investment that is funded by an increase in saving” and that “an
economic boom that is merely the result of credit expansion is not sustainable” (Tempelman, 2010).
Tempelman further notes the problem was caused by the fact that the Federal Reserve “kept
monetary policy too accommodative for too long following the 2001 recession” and that the
manipulation of interest rates “stimulated investment activity in excess of available savings in the
economy.”(Bocutoglu and Ekinci, 2010) Specifically, this caused an expansion in the residential real
estate market which was unsustainable and led to an inevitable crisis in financial markets and
eventually to the economy as a whole. This suggests allowing markets to work unobstructed, with
Bocutoglu and Ekinci (2010) proposing that “drastic changes to the monetary regime such as the
abolition of central banks entirely and their replacement with a gold standard and systems of free
banking and currency competition.”
THE QUASI-MONOPOLY OF SPORT – NO LONGER RECESSION-PROOF
Regardless of the beliefs as to why business cycles occur, history would suggest that we are going to
continue to have ups and downs in our economy. The effects of the recent Global Economic Crisis are
still being felt today and likely have played a part in the financial troubles faced by a number of
organizations throughout professional sports.
Professional sports have acted as quasi-monopolies (Knowledge@Wharton, 2008) and have always
believed they were recession-proof (Jaffe, 2009; Jones, 2009). Leagues such as Major League
Baseball (MLB), the National Basketball Association (NBA), and the National Football League
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(NFL) retain exclusive regulation over the supply in their leagues, and while the United States has
laws and regulations that seek to prevent monopolistic control within industries, they are rarely
challenged in the realm of professional sports (Eitzen, 2000). In fact, it can be argued that
professional sports leagues are a type of cartel, as they act as “a group of competitors joined together
for mutual economic benefit” (Eitzen, 2000). This arrangement allows these leagues to reduce
competition while giving them the freedom to act individually in areas not covered in the ‘cartel
agreement’, of which much of this is marketing-based (sponsorships, advertising, promotional
campaigns, media deals, sales of various inventories – tickets, specialty seating, sponsorable
inventories). However, the reason for being a ‘quasi-monopoly’ is that in some areas the “major
sports leagues and teams have a defined set of revenue sources” from national television and
satellite radio contracts, corporate advertisers, and revenue sharing from ticket sales and
concessions (in some cases) that is distributed to all members (teams) in the ‘cartel’
(Knowledge@Wharton, 2008).
As a result of these insulated practices, professional sports have always seen itself as being
recession-proof since the Great Depression in the 1920’s and 1930’s. Obviously during that time
period, the professional sports landscape was very different. The National Football League (NFL)
was only 13 years old, and did not really get truly organized until the mid-1930’s. The National
Basketball League (NBA) did not form until post-World War II. Major League Baseball was wellestablished during the 1920’s, having been organized since the late 1800’s, and playing for a
championship since 1903. Deemed to be “America’s Pastime,” it suffered like the rest of society from
the Great Depression – attendance dropped 40%, players’ salaries dropped by 25%, most teams –
even the Yankees – suffered a net loss in profit, teams reduced roster sizes and coaching staffs, and
two teams – the Boston Red Sox and Philadelphia Athletics – were sold (Belson, 2009). However
since that time, World Wars and regional conflicts (World War II, Korean War, Vietnam War,
Persian Gulf Wars), labor unrest in sport (strikes, lockouts), and recessions (post Korean war in the
mid-1950’s, 1973 oil crisis, early 1980’s caused by the Iranian revolution, late 1980’s-early 1990’s
which started with Black Monday 1987, and the recessions of the late 1990’s and early 2000’s
(dot.com crisis followed by the September 11th attacks), have had limited or no negative effect on
professional sports. In fact, according to Checkler (2011), the majority of bankruptcies in professional
sports have been mainly focused in the National Hockey League (1975 and 1998 Pittsburgh
Penguins; 1978 Cleveland Barons; 1995 Los Angeles Kings; 2003 Ottawa Senators; and 2003 Buffalo
Sabres). In addition, “no NFL or NBA team has ever filed for bankruptcy protection” and until the
past three years, no MLB team has filed for bankruptcy since the Seattle Pilots after the 1969 season
(Checkler, 2011).
So what has changed in light of the current Global Economic Crisis? According to the Emmett Jones
of Sports Business Digest (2009), “it has now gone far beyond the casual sports fan choosing not to go
to a game due to a lack of disposable income; sports teams are in line waiting for hand-outs along
with their fans – and not only are sports effected by the recession, the economy is having a
significant impact on sports marketing, sports advertising, and fan retention.” He further states
“economic decisions in sports always seem to be reactionary, in part because most sports executives
have the same mindset as a majority of sports athletes; that air of invincibility and an almost
utopian outlook on life” (Jones, 2009).
EFFECT OF CHANGING GLOBAL ECONOMIC LANDSCAPE ON SPORT
Whenever we analyze the effects a changing external landscape has on a business or industry, there
are several factors that need to be taken into account:
- The social impacts on employment, poverty, education, and health (Ramesh, 2009)
- The political influences of power, influence and conflict with societies and organizations
(Ancona, Goodman, Lawrence, and Tushman, 2001);
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-

The economic implications on financial stability, fiscal responsibility, economic policy
creation to ensure economic recovery and fiscal sustainability (Gale and Auerbach, 2009);
The cultural history, norms, significances, and values inherent to societies and organizations
(Ancona, et. al., 2001);
The strategic development of approaches that coordinate the environment, organizations, and
structures of business entities (Ancona, et. al., 2001);
The temporal parameters of time in terms of the application of processes, practices, and
cycles moving organizations forward toward a vision in an efficient and effective manner
(Ancona, et. al., 2001).

When it comes to the significant changes that have resulted from the current global economic
landscape, there have been numerous marketing, economic, and financial effects it has had on the
professional sports industry. From a marketing standpoint, the loss of sponsorships has been a direct
effect of the global economic crisis. When American International Group (AIG) was taken over by the
United States Government, so went away the $78 million sponsorship of the world’s most valuable
sport franchise – Manchester United of the English Premier League (Laurent, 2009). Another
example is the Ladies’ Professional Golfers Association (LPGA) tour, which has lost at least 10 major
sponsors and tour events over the past few years (LPGA won’t renew, 2009). In addition to the
reduction of sponsorship dollars available, the global economic crisis has also led to the reduction of
marketing efforts to the world’s biggest one-day sporting event – the Super Bowl.
From an economic and financial standpoint, the global economic crisis has led many professional
sport organizations to lay off employees in league offices and reduce spending on free agents. It has
also had an effect of devaluing sport franchises. While in the past, as a result of supply and demand
inequity, the perception was that the value of teams would always go up. In addition, because of the
limited supply, the infrequency that they come for sale, and the number of financially stable
individuals who would bid big numbers to buy a team (example: Mark Cuban, owner of Dallas
Mavericks), there is still a perception that values would continue to rise. However, “if a glut of team
owners were forced to sell due to the economy, you could see a price dampening – and in fact most
owners are not going to sell into this market, just like someone would avoid selling their house in
this market unless they had to" (Knowledge@Wharton, 2008).
The reality is there are owners who have had to sell in this market because of four main reasons:
1. The primary business of the owner(s) go bust;
2. Large amounts of debt
3. Strategic business reasons
4. Bad investment to start with (Moses, 2011)
The result of these situations led to the most interesting effect of the global economic crisis on
professional sports – bankruptcies. By definition, a bankruptcy is an authorized procedure
sanctioned by the federal government for which a debtor (professional sport franchise) is released
from the financial obligation of its debts by making a court-approved arrangement to repay part of
the debt. In some cases, this is the easiest way to help a struggling franchise owner to sell off their
team. In other cases, the owners no longer have the resources available to run the business.
Regardless, bankruptcies of professional sports franchises have become prevalent since the economic
downturn that started at the end of 2007.
RECENT BANKRUPTCIES IN PROFESSIONAL SPORTS
Prior to the recent global economic crises in 2007, one would note that of the seven bankruptcy
filings from major sports teams (or their parent company) over the last 40 years, six of them have
been from the National Hockey League. It has been argued “that NHL teams have a higher
likelihood of failure because the teams have less cash flow and the owners usually have a lower net
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worth than owners of other sports franchises” (Moses, 2011). While bankruptcies are not new to the
NHL, most other professional leagues had not experienced them until just recently. In the last three
years, MLB has seen three teams file for bankruptcy and others may be on the horizon. As noted in
Table 1, between 2009 and 2012 the Los Angeles Dodgers, the Texas Rangers, and the Chicago Cubs
all filed for bankruptcy. This was in addition to the NHL’s Dallas Stars and Phoenix Coyotes filing
for bankruptcy protection. While each case is unique, there are some similarities that can be noted,
specifically when looking at the causes of bankruptcies.

Year
2012

Team
Dallas Stars

2011

Los Angeles Dodgers

2010

Texas Rangers

2009

Chicago Cubs

2009

Phoenix Coyotes

Table 1
Recent Major Sports Bankruptcies
Sport Reason
Results
NHL Hicks Sports Group
Sale to Gaglardi in motion
defaulted on $525
million in bank loans
MLB McCourt financial
Team sold to group led by Johnson
problems and media
and Kasten
contract issues
MLB Hicks’ ownership group Team sold to group led by Ryan and
financial problems
Greenberg
MLB Tribune Company
Team sold to Ricketts family
planned to sell
NHL Moyes’ Company Swift
Sold to NHL and other sales since
Transportation
then have failed, but reports claim a
troubles
deal to Jamison is almost complete

The most recent team to file for bankruptcy is the Dallas Stars. Reports have shown that they have
filed for Chapter 11 bankruptcy to help the team get sold in the near future to Tom Gaglardi. This
follows the Hicks Sports Group (HSG) default of $525 million in bank loans backed by the Stars.
This was not a shocking bankruptcy, as HSG had also been a big part of the Texas Rangers
bankruptcy in 2010.
Possibly the most publicized bankruptcy in the last year has been that of the Los Angeles Dodgers.
In the claim, the blame was placed on the MLB’s refusal to approve a TV-deal that the owner, Frank
McCourt, believed would keep the franchise going. At the time of the filing, reports show that it was
“just days before [McCourt] was expected to miss a team payroll on Thursday and be possibly
confronted with an MLB takeover” (Dodgers file for bankruptcy, 2011). Also in court documents, the
organization “cited a significant drop in attendance, contributing about 10 percent of Dodger
revenues to the league's sharing program last year, and paying about $22 million in deferred
compensation as reasons for filing bankruptcy” (Dodgers file for bankruptcy, 2011). The financial
problems for McCourt were exacerbated by an ugly divorce battle with his wife, who was the team’s
CEO. This had resulted in a legal battle with MLB over the rights over bankruptcy control, and led
to the sale of the Dodgers to Guggenheim Baseball Management for $2.15 billion – a group including
longtime baseball executive Stan Kasten and former Los Angeles Lakers player Earvin “Magic”
Johnson (Gurnick, 2012).
As noted above, The Texas Rangers filed for bankruptcy in 2010, citing cash flow problems dating
back to 2005. It has been argued that their owner, Tom Hicks, and the ownership group, HSG, were
no longer willing to provide the same material financial support they had in the past “due to the
unprecedented downturn in the U.S. economic and housing industry and global economic recession,
other commitments and contractual restraints” (Hawkins, 2010). The bankruptcy filing was part of
an agreement made to sell the team.
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In 2009, the Chicago Cubs became the second MLB team to file for bankruptcy after the Tribune
Company decided to sell the team. This followed a separate bankruptcy filing by Tribune in
December of 2008. Reports show that its claim pointed to the “recession and collapse of the credit
markets” as the source of its problems and why the team could not be sold without filing bankruptcy.
The reports also noted that the bankruptcy by the Cubs was basically a “legal maneuver to clear the
team from any future liability in the Tribune bankruptcy” (Bensinger and Dechter, 2009). This was
confirmed soon after with the sale of the team for $845 million to the Ricketts family.
Also in 2009, the Phoenix Coyotes, due in large part to problems with the owner’s primary business,
filed for bankruptcy. Reports show that the organization lost between $35 and $45 million through
the 2008–09 season. At some point in 2008, the league began giving the organization financial
assistance. One of the team’s owner’s (Jerry Moyes) principal sources of revenue (Swift
Transportation) had financial difficulties that ultimately that led the team to file bankruptcy in an
attempt to sell the team. Efforts were made to sell the team to Canadian businessman, Jim Balsillie,
but the NHL refused to approve a move of the team and in 2009 the team was sold to the NHL for
$140 million. Since then, several attempts to sell the team have failed and the NHL still owns the
team at this time, but recent reports have shown that “Greg Jamison, the former president and CEO
of the San Jose Sharks, has finally arranged financing that would allow him to purchase the team
from the National Hockey League for $170 million, and that any issues with the lease agreement
between the City of Glendale and Jamison's investors for Jobing.com Arena, where the Coyotes play,
are expected to be resolved by the end of September” (Burnside, 2012).
RECENT BANKRUPTCY CONCERNS IN PROFESSIONAL SPORTS
The unfortunate news is that the problem doesn’t end there, as there may be more teams to file in
the near future and others have recently avoided bankruptcies. The New Jersey Devils and the New
York Mets both recently dealt with financial concerns and reports showed that bankruptcy was an
option considered.

Team

Table 2
Major Sports Teams with Recent Bankruptcy Concerns
Sport Reason

New Jersey Devils

NHL

Defaulted on $100m loan on Sept. 1, 2011

New York Mets

MLB

Bernie Madoff Ponzi scheme issue

According to reports, the New Jersey Devils have been “losing money due to declining attendance
and loans related to the Prudential Center” (Devils default on, 2011) On September 1, 2011 the
organization defaulted on a $100 million loan. The reports say that “the default could open the door
for lenders to push the team into bankruptcy” (Devils default on, 2011). The team has been losing
money and Ray Chambers, who owns a 47% stake in the team, has been looking to sell for more than
a year. However, there have been conflicting reports on principal owner Jeff Vanderbeek’s interest in
selling at this time. The latest reports have shown that the team is now moving forward with a focus
on hockey instead of bankruptcy after “Vanderbeek had brought down the organization’s debt to
about $18 million” (Bacon, 2012). This article has painted a much better outlook for the team now,
noting that they have been able to sign their first round draft pick and that they are now more
optimistic that they will be able to re-sign nine players whose contracts are expiring at the end of the
year.
The New York Mets on the other hand may still find the need for bankruptcy in the future as it is
still somewhat dependent on the results of the Bernie Madoff Ponzi scheme trial. Early in the case,
nine of eleven charges in were dropped, but reports still showed that the team could still face
massive damages. The lawsuit was seeking $300 million in profits gained as well as $700 million in
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principal that the owners deposited and later withdrew, alleging that the Mets’ owners “willfully
blinded themselves to Madoff Securities' fraud” (Riley, 2011). The latest reports have shown that the
two parties have reached a settlement which has been approved by a federal judge that “calls for the
Mets’ owners to pay up to $162 million, but nothing for four years” (Associated Press, 2012).
IMPLICATIONS FOR MARKETING PRACTITIONERS
The reality of these bankruptcies is that the professional sports team is not going to go out of
business, and the bankruptcy will often now affect the day-to-day operations of the franchise.
However, one of the biggest challenges faced by these bankrupt franchises is how marketing
practitioners effectively market and sell the products and services offered by the teams during and
after the bankruptcy. When marketing practitioners look at the foundations of consumer behavior,
they need to address the attitudes, motivations, and perceptions of their customers. In a case of a
bankrupt team, it is very likely that the state of mind about the products and services offered by the
franchise will be decreased, the perception of the team will be more negative, and their motivation to
spend their hard-earned discretionary income on a bankrupt organization will be lower. At the same
time, other businesses are suffering from the global economic crisis, and hence they have less
discretionary income to spend on advertising, sponsorships, luxury boxes, and specialty seating – to
name a few. They are going to be more practical in where they spend those dollars – so why would
they invest that money into a financially-struggling franchise?
While there seems to be very little literature on how to market a bankrupt business, one suggestion
would be to implement recovery marketing efforts. The first appearance of the concept of recovery
marketing in the sport marketing literature was by Burton and Howard (2000), where they stated
“for sport marketers, the concept of recovery entails returning a disaffected customer to satisfaction
after a service breakdown – one that is often unexpected and unscripted.” They had a broad focus on
strikes, lockouts, illegal activities, poor performance, and misunderstood intentions that jeopardized
brand equity. However since 2000, much has changed in the sport and global economic landscape,
and has created the need to revisit the definition:
“Recovery marketing can be defined as the actual or possible regaining, restoration, or
improvement of something lost or taken away as a result of a significantly negative situation
or event through the transfer of goods and services from producers to consumers.
Significantly negative situations traditionally have been defined in recovery marketing as
natural disasters, government and politically-motivated crises, and health related crises. For
the sport industry, many of these negative situations may also have an effect – especially
natural disasters – but are often extended to strikes, lockouts, and work stoppages; and
folding and subsequent re-establishment of teams and leagues.” (Schwarz, 2010)
Recovery marketing efforts can be utilized to recuperate from negative scenarios, especially that of a
bankruptcy. Sport marketing professionals need to be versed in the creation of a recovery marketing
plan for their organization to address the negative attitudes, motivations, and perceptions customers
have towards the franchise as a result of the bankruptcy. The first step is to create the plans to
rebuild trust, redevelop connections, and renew relationships with customers. This will be the most
difficult step because of the negativity present as a result of the bankruptcy. The key is to be truthful
in dealing with the customers, because they are on the edge of abandoning the sport franchise for
good. Hence good primary and secondary research needs to be completed to identify and assess the
extent of the problems, the level of recovery needed, and the physical, emotional, and financial risks
associated with inaction, in terms of the behaviors exhibited by stakeholders.
Enacting a quality crisis communication plan is crucial to managing and controlling the messages
being set by the franchise. This includes ensuring that a communication strategy for dealing with
internal, public, and mass media is in place – usually with one individual being the voice of the
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franchise. As the responses become more positive, the recovery campaign can be implemented
through these communication processes by controlling the escalation of the marketing efforts;
monitoring and managing media coverage, and communicating with stakeholders in ways that will
recapture their confidence in the sport franchise. The marketing practitioner can then continue to
enhance market penetration strategies to bring the image of the franchise to pre-bankruptcy levels.
CASE IN POINT: THE LOS ANGELES DODGERS
When the announcement was made about the bankruptcy one loyal fan decided to start his own
“Frankrupt” clothing line to voice his frustration (Worner, 2012). Since the announcement that the
sale of the Dodgers to the Guggenheim Baseball Management group was approved, there is little
evidence that the Dodgers organization implemented, on paper anyhow, a marketing recovery plan.
However there have been numerous signals that indicate that the new owners are aware of the
importance of rebuilding trust, redevelopment of connections, and renewing relationships with
customers. This started with the announcement that Earvin “Magic” Johnson was one member of the
group buying the team, and longtime baseball executive that Stan Kasten would be the new
President and CEO of the organization. The announcement of the modernization of Dodgers Stadium
in time for the opening of the 2013 season soon followed. Then came the big trade deal that brought
Adrian Gonzalez, Josh Beckett, and Carl Crawford to the team in August 2012. All of these actions
can be considered as the first step in trying to recuperate from any negativity of the bankruptcy;
especially as an attempt to (re)gain fan loyalty.
The movement towards implementing a recovery marketing plan for the Dodgers was reiterated by
Stan Kasten during an interview during the 2012 Bloomberg Sports Business Summit in New York
City in September 2012. In response to why he was involved with purchasing the Dodgers, he stated
that “it was a rare opportunity to buy one of the rarest brands in all of sports”, and although there
are numerous return on investment opportunities with the purchase (including real estate and
media rights deals), “the return was not their principal goal… where we are going to find a return is
from the support of our customers… and from our sponsors and other strategic partners who are
looking to align for strategic reasons” (Cohen, 2012). Stan Kasten went on further to say the recovery
marketing effort also trickles down to the players on the field and in the farm system. He commented
that “we think the last couple of years [the organization] got away from being a scouting
development operation… that we need to return to the roots the Dodgers really pioneered back to
Brooklyn being a scout and players development system” (Cohen, 2012). However at the same time,
Kasten recognized the need to show recovery immediately. He stated “we did not feel we could tell
our fans to wait five years for 25 [players] to grow into their uniform… we needed to acquire proven
stars in the chronological middle of their career… as a way to improve the team right away while
maintaining our core beliefs… and restoring the brand to what it once was” (Cohen, 2012). It is
apparent that they are well underway to recovery since their arrival in May 2012, as there has been
an increase in confidence from the community and fan base, and expressions of interest from sponsor
and strategic partners (Cohen, 2012), and only time will tell whether their long-term recovery
strategy
will
succeed.
CONCLUSION
So, how should professional sport businesses operate going forward in this trying economic
landscape? From an economic standpoint, sport organizations must accept that they, like any
business, are at the mercy of the economy. The peaks and troughs of the business cycle will continue
and teams must be prepared for the downturns in between. The Great Recession and bankruptcies
that have followed should be a wake-up call to teams in all leagues. Just because the NBA and NFL
have not had a bankruptcy yet does not mean that it is not possible. The financial difficulties and
bankruptcies seen in the NHL have now spread to several MLB teams and continued difficulties in
the economy will begin to put financial pressure on owners in any league.
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From a marketing perspective, organizations need to acknowledge that while there continues to be
an increase in market-oriented strategies to maintain a competitive advantage, the reality is that
there also needs to be financial risk management plans with a recovery marketing orientation
infused throughout the plan to deal with a negative scenario such as a bankruptcy. Prudent owners
and managers of sport organizations need to plan for the regaining, restoration, and improvement of
their sport organization due to a significantly negative situation such as a bankruptcy. This is true
not only for owners with especially heavy debt loads but also for organizations with decreased
revenues due to a population faced with less discretionary income. These issues will potentially
induce some level of financial hardship, up to and including bankruptcy. By blending financial risk
management and recovery marketing plans, owners and organizations can be in a better marketing
position to overcome this negative financial scenario. The importance of these recovery marketing
efforts helps to provide a guarantee to customers and stakeholders that they will be able to continue
to experience the features of the sport product and/or service they consider to be most valuable to
them, despite any impact from a crisis such as a bankruptcy. Ultimately, these recovery marketing
efforts are implemented to ensure that all products and services are exposed in marketing
campaigns to a maximum number of target markets by promoting strengths, downplaying weakness,
taking advantage of new opportunities, and avoiding threats to success. As a result, these efforts will
help sport organizations implement and manage sport marketing efforts to recuperate from the
negative image of a bankruptcy, and can significantly reduce the financial, social, and image-based
downfalls inherent to the perception of this adverse financial situation.
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